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Now that Basic advertising has been running since September, it is time to 
evaluate the effectiveness of the campaign. The brand awareness for Basic 
has increased slightly since the inception of advertising, the distribution 
drive and increased promotional support. However, the area of particular 
concern is the low Ad awareness for billboards (4%) which has not grown 
since the start of advertising. Although print Ad awareness is slightly better, 
it remained flat at 8% in November. At the same time, the qualitative 
research suggests that Basic Campaign is liked by the target audience. 
Hence, the Basic campaign is in the right direction strategically, but is not 
cutting through the clutter. I’m concerned that Basic creative, particularly 
outdoor, may not be working hard enough for us. 

We need to come up with the next generation of creative that is more 
impactful and still remains true to the Basic brand essence. The agency 
should provide a range of new creative that addresses the awareness 
problem. 

To structure the process, I suggest that the agency work on out-of-home 
execution first before starting on Print executions. I believe that outdoor is 
still a problem although February 30-sheet execution is an improvement. 
Bulletin executions are more urgent. The agency should focus on the 
following: 

1) A backup execution only for bulletin in the context of current campaign. 

2) Next generation of creative for all outdoor and print executions 

• Develop creative utilizing more color and/or layout change that goes 
beyond the current three elements (pack, headline and white 
background) to make it graphically impactful and yet maintain Basic 
brand simplicity. 

• A continuum of creative execution with different levels of attitude- 
current creative on one side of the spectrum to more graphically 
appealing with more "attitude" on the other side. 


It is critical that we maintain the Basic brand essence throughout the creative 
exploration. 


Source: https://www.industrydocuments.ucsf.edu/docs/qlfy0004 
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Brand Objectives 


• Differentiate Basic with an honest, straight-forward and sometimes 
humorous communication of low price and good quality. 

• Add sufficient value to sustain modest price disadvantage vs. PL's. 
Brand Positioning 

• Basic is the low price, quality cigarette with candor about its 
proposition. 

Target Audience 

• All discount smokers and alternate purchasers 
Consumer Profile 

• Younger (median age 38) 

• 50 Male/50 Female 

• Skews C/D counties 

• Buy by pack, or both (carton & pack) 

Advertising Strategy 
Objectives 

• To build awareness and stimulate trial 

• Create a big brand presence 
Copy Strateg y 

• Leverage proposition by playing off Basic's honest, unconventional 
name 

• Evolve the current campaign and introduce more attitude 

• Reinforce Basic's low price and good quality 


Source: https://www.industrydocuments.ucsf.edu/docs/qlfy0004 


2060177478 



Executional Framework 


• Visually impactful, especially in outdoor. 

• Simplicity vs. Boring 

• Must communicate Basic's low price and good quality 


Denise, the agency should have the Bulletin execution for PM review the 
week of January 24 and the new creative for Basic the week of February 1. 
Please call me if you have any questions. 


cc: C. Abbruscato 
C. Cohen 
G. D’Alessandro / 
T. Dudreck 
M. Mahan 

M. Meade 
R. Mikulay 

N. Nicholes 
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